Official 


Ever since news of the National Can- 


/ ners Association Publicity Program and 


the American Can advertising program to 


_ promote greater consumer acceptance of 


canned foods broke at the Atlantic City 
conventions, it has been generally under- 
stood—but in a vague sort of a way—that 
the Continental Can Company would lend 
its strong right arm to the program. This 
column has pointed out, on a number of 
occasions, the excellence of the advertis- 
ing program of that firm now in its 
fourth year, in “Time”, “Business Week”, 
and “Fortune”, hoping that the industry 
in general would pick up the cue and “go 
out and do likewise”. 


But now that Delbert Johnson, Man- 
ager of Advertising and Sales Promotion 
for Continental Can, has made it official 
(see page 7) that Continental will tie in 
directly with the consumer program, can- 
ners sales departments can add that to 
their portfolio without fear of contradic- 
tion. In a manner, that’s like adding an- 
other full brigade of heavy artillery, and 
this column’s oft repeated prediction that 
once the canner decided to spend some 


_ of his own hard earned sheckles, how- 


ever small, on promotion, he would have 
ample support from his many allies, is 
fast becoming a reality. As the movement 
gains momentum—as it surely is, day by 
day—and every canner picks up his own 
sharp-shooting rifle, there seems little 
question but that the canned foods de- 
partment will once again become the 
focal point of every grocery store, as it 
should be, and as it has been up to a few 
short years ago. Till now canned foods 
have been accepted by the public to an 
amazing degree, solely on their merits. 
The extent of their acceptance, backed by 
an intelligent, vigorous advertising, mer- 
chandising, sales and promotional cam- 
paign, is a possibility that challenges the 
imagination. 


BIG LEAGUE—For the first time in 52 
years, big League Baseball returns to 
Baltimore this week. If the reader sus- 
pects for a moment that this is not news 
today, le might well pay us a visit. At 
the moment it’s rather impossible to 
think, much less talk about anything but 
baseball, and anyone not going to the 
opening game on Thursday is a moron 
indeed. Milwaukee, we understand, 
chalked up a rather enviable attendance 


a record im 1953. Baltimore, in many re- 
_ Spects ‘he birthplace of Big League Base- 


ball, a, parently believes that records are 
made to be broken. While there are, of 
cours’. the rabid or starry-eyed type of 
fans, ‘rdering World Series tickets for 


the hiltimore Stadium this coming fall, 


not ‘oo many expect the Orioles to do it 
this year. At the same time, it is gen- 
era\y agreed, the days of the Yankees 
are numbered, 
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WASHINGTON —Congress is currently debating so many 

measures of importance to the Canning In- 
SIMMERING dustry that canners and freezers are hard 
pressed to keep up with the pace. Last week, for instance, the 
National Canners Association, with the support of individual can- 
ners from important areas, presented a beautiful case against 
marketing agreements for canning crops before both the Senate 
and House Agricultural Committees. During the same week the 
Hale Bill, which simplifies Food and Drug standard making pro- 
cedures, and which had been supported with statements by NCA, 
was turned over to the President for signature. At the same time, 
canners barely lifted a finger to defend the all-important Robinson- 
Patman Act, or to protect and insure the continuance of the time 
proven Canned Foods Grading Service. Fortunately, the brokers, 
a large segment of wholesalers and retailers, turned in an admir- 
able performance on the R-P Act. ; 

To our.knowledge not too many canners, or canner groups, 
have given the Grading Service appropriation the attention it de- 
serves. While groups from the Tri-States and New York State have 
been active (and there may have been others), word reaches us 
that the Sub-Committee will not recommend an appropriation for 
processed products, although it will include a budget for fresh 
products. That indicates only one thing—that the fresh people were | 
on the job, but that not enough processors considered it important 
enough for their attention. Ordinarily, we are told, the Overall 
Appropriations Committee accepts in full the report of its sub-com- 
mittees, so that the situation at the moment appears rather bleak. 
Of course, it is still possible to persuade the Overall Committee to 
overrule the Sub-Committee. That will depend on just how impor- 
tant it is to canner groups to have Grading Service offices nearby, 
staffed with competent personnel. Interested canners will want to 
act promptly. Incidentally, on this matter of legislation, orchids 
to the officers and directors of the Tri-States for a very direct and 
sensible approach to their legislators (an item in this issue de- 
scribes the procedure and their recommendations). 

This matter of an appropriation for the Grading Service is, to 
our mind, a good example of the battle of wits, philosophies and 
politics that is going on today in Washington. The Administration 
itself believes that the “cut” has been deep enough for the time 
being. There are others of mixed politics who believe that the cut 
has gone too far, and there are still others who think it has only 
begun. Witness, for instance, the report of the “Committee on 
Federal Tax Policy”, a Committee of five of the Nation’s leading 
tax experts. Their report, issued this week, calls for an additionai 
$8 billion cut in non-defense items, so as to balance the budget and 
reduce taxes still further. We miss our guess by a wide mark if this 
report is not debated for a long time to come, for it puts business 
on its metal, suggesting, as it does, that government get out of 
competition with business, and at the same time warning business 
that if this is to be accomplished, business must stop demanding 
the perpetuation of government service for its only particular 
interests. 


ste 
wy 
4 
4 
/ 
ise 
is 
a 
a 
q 
3 
| 
4 
¥ 
q 
| 
4 
& 


CANNED FOODS PROMOTION CALENDAR 


CURRENT—PEAS AND CORN—A con- 
tinuous series of corn and pea recipes, 
photographs, and feature stories have 
been and will continue to be released by 
the Theodore R. Sills & Co. to Associated 
Press, Newspaper Enterprise Associa- 
tion, Western Newspaper Union, Pacific 
Coast Dailies, King Features, American 
Weekly, International News, United 
Press, radio and TV stations. A. I. C., 
Madison, Wisconsin. 


APRIL ISSUE—“LADIES HOME JOUR- 
NAL”’—“Canned foods idea shelf.” 


APRIL—First testing SIX BASIC TELE- 
VISION SCRIPTS on the themes of variety, 
economy, availability, nutrition, conveni- 
ence and safety of canned foods—first 
testing in Minneapolis, in early April. 


APRIL 1-30 — COTTAGE CHEESE-CLING 
PEACH SALAD TIME—Sponsored by Ameri- 
can Dairy Assn., 20 N. Wacker Drive, 
Chicago 6. 


APRIL 25-MAY 1—NATIONAL BABY 
WEEK—Sponsored by Earnshaw Publica- 
tions, Inc., 101 W. 31st St., New York 1, 
N. Y. 


APRIL 19-DEC. 6—ALL CANNED FOODS 
—“‘Canco” 4 color advertising in Con- 
sumer Magazines—total 35 color pages in 
“Life”, “McCalls”, “Good Housekeeping”. 
Ads merchandised via grocery paper ad- 
vertising—“Progressive Grocer”, “Chain 
Store Age’, “Supermarket Merchandis- 
ing”, “NARGUS Bulletin”. Supported 
by Recipe Publicity Program to news- 
paper, magazine, radio and _ television 
food Editors. Reprints and preprints 
(limited), advertising Tie In’s and in 
store promotion material. Contact: 
American Can Co., 100 Park Ave., New 
York 17, N. Y. 


APRIL-MAY — cCANCO CONSUMER RE- 
CIPE AD #1—2 page color spread May 
issue “McCalls” and “Good Housekeep- 
ing”, April 18 issue “Life’—“Texas Bar- 
becue Supper”, featuring canned _ pine- 
apple juice, sl. peaches, grapefruit 
sections, tomatoes, tomato sauce, w.k. 
corn, peas, wh. mushrooms, sl. pickles, 
julienne carrots, wh. onions, pimientos, 
canned luncheon meat and Vienna 
sausage. 


MAY 1-31—ALL CANNED Foops—Month 
of Canned Foods Merchandising featur- 
ing Woman’s Home Companion May 
issue Picture Book Section (12 color 
pages), “Because of Canned Foods we 
eat Better today”. N.C.A.-DAY, 


MAY 3-8—NATIONAL CAN OPENER WEEK 
—Sponsored by CMI, Jones & Laughlin, 
and 8 can opener companies. Jones & 
Laughlin is advertising this promotion 
in Time magazine—May 3rd issue. Post- 
ers, banners, brochures, etc. are available 
from CMI, 745 - 5th Ave., New York 22, 


MAY 17—cANCO CONSUMER RECIPE AD 
#2—Color page “Life” featuring canned 
tuna, salmon, crab meat, clam juice, 
pineapple chunks, fruit cocktail, apricot 
nectar, chicken consomme, tomato Aspic, 
green beans and asparagus. 


MAY 15-JUNE 15—“coUNTRY STEAK 
DINNER” — Related item promotion in- 
volving Pet Milk, canned corn, canned 
tomatoes and cube steak. The Pet Milk 
Company is advertising the promotion on 
Ted Mack’s Amateur Hour and the Mary 
Lee Taylor radio program from coast to 
coast. They are also erecting mass floor 
displays and_ distributing posters, 
streamers, newspaper mats, recipe leaf- 
lets and dispensers. Both Tomato Coun- 
cil and AIC are distributing price post- 
ers for tomatoes and corn respectively. 
CMI is directing the food page publicity 
including full color ROP releases. TV 
and radio publicity is also being directed 
by CMI. 


MAY 15-JUNE — PICKLES — Warm- 
Weather and Picnic Promtion—Picnic- 
time is Pickletime, highlighted by Na- 
tional Pickle Week, May 20-29. N.P.P.A., 
Oak Park, Illinois. 


J UNE—CANCO CONSUMER RECIPE AD #3 
—2 page color spread in June issue “Mc- 
Calls”, “Good Housekeeping” and June 
14 issue “Life”. “Plantation Ham Din- 
ner” featuring canned ham, shrimp, cit- 
rus concentrates, pineapple juice, tomato 
sauce, spinach and sweet potatoes. 


JUNE 14-JULY 31—TUNA-MACARONI 
PROMOTION—Magazines, radio, television, 
newspapers, individual manufacturers, 
point-of-sale material, local advertising. 
Contact: Tuna Research Foundation, 
Long Beach, California or National Mac- 
aroni Institute, 139 N. Ashland, Palatine, 
Illinois. 


JULY 12—cANCO CONSUMER RECIPE AD 
#4—Color page “Life” magazine, fea- 
turing Smorgasbord sandwiches, pickles, 
relish, and olives. Recipes will feature 
canned salmon, sardines, anchovies, and 
herring; canned luncheon meat, potted 
meat, deviled ham, meat spreads, liver- 
wurst, liver pate, tongue, and tongue 
loaf; canned pineapple slices, apricot 
halves, jam, jelly, marmalade, preserves; 
caned pickles, sauer kraut, ripe and 
green olives, and canned milk, 
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JULY - AUGUST —caNco consumER 
RECIPE AD #5—2 page color spread in ) 


July issue of “McCall’s”; August issue 
“Good Housekeeping”; August 9 issue 
“Life”; “Mid-West Chicken Dinner” fea- 


turing canned tomato juice, creamstyle 


corn, peas, beets, mushrooms, carrots, 
and whole white potatoes, sliced peaches, 
chicken soup and boned chicken, and can- 
ned milk. 


AUGUST 15-SEPRTEMBER 15 
“CHERRY PIE TIME”, consumer magazines, ° 


radio, television, trade paper and point- 
of-sale material. Contact, National Red 
Cherry Institute, 35 E. Wacker Drive, 
Chicago 1, 


AUGUST—PICKLES—Sandwich Month 
Promotion—A natural with any sand- 
wich, N.P.P.A., Oak Park, Illinois. 


AUGUST 15-SEPTEMBER 15 — 
CANNED MEAT—Sandwich Promotion ... 
(details later). 


SEPTEMBER 6—CANCO DECIPE AD #6 ' 


—Full color page in “Life” magazine; 


“Northwood’s Lumberjack Favorite” fea- 


turing canned beef stew, chicken fric- 
assee, lima beans, canned apple slices, 
and lemon juice. 


SEPTEMBER - OCTOBER — CANcO 


CONSUMER RECIPE AD #7—2 page color 


spread in September issue of McCall’s”; 


October issue “Good Housekeeping”; 
October 14 issue “Life”; “Manhattan 
Brunch,” featuring canned _ single 


strength and concentrated citrus juices, 
baby foods (fruit base), pineapple tid- 
bits, cranberry sauce, corned beef hash, 
and tomato sauce. 


OCTOBER 15-NOVEMBER—‘KRAUT, 
PORK AND APPLE DINNER”’—Magazines, 


radio, television, newspapers, point-of- 
contact N.K.P.A. Oak ; 


sale material, 
Park, Illinois. 


OCTOBER 25—cANCO CONSUMER AD 


#8—Full color page “Life” “Cowboy °~ 


Chili Lunch” featuring canned chili con 
carne and tamales; canned kidney beans 
and pickles, canned pears, peaches, sweet 
cherries, and frozen lemon juice, choco- 
late syrup, and condiments. 


NOVEMBER 15 - DECEMBER — 
PICKLES — Holiday Meals Promotion — 
Holidays are pickle days. N.P.P.A., Oak 
Park, Illinois. 


FEBRUARY 3-12, 1955 — NATIONAL 
KRAUT & FRANKFURTER WEEK—N.K.P.A., 
Oak Park, Illinois. 


NOVEMBER 4-13 — NATIONAL TUNA 
WEEK — Magazines, newspapers, radio, 
television, point-of-sale material, coop- 
erative advertising and publicity both 
national and local. Contact: Tuna Re- 
search Foundation, Long Beach, Cali- 
fornia. 


FEBRUARY 15-22, 1955—“NATIONAL 
CHERRY WEEK”, consumer magazines, 


radio, television, trade paper and point- | 


of-sale material. Culminates with the 
National Cherry Pie Baking Contest. 
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PROMOTION 


Continental's Business Paper Ad 
Program to be extended 


Tailor made promotional program, designed to help move 1954 packs 
to break in September. “Official” announcement made at the Wisconsin 
Canners’ Association Spring Sales Conference, April 7. 


By DELBERT JOHNSON 


Manager of Advertising and Sales 
Promotion, Continental Can Company 


More than three years ago, Continental 
set a precedent in the industry by launch- 
ing a big-scale national advertising cam- 
paign. This consisted of 13 full color, 
double-spread ads in TIME, BUSINESS 
WEEK and FORTUNE. We are now 
well into our fourth year of this cam- 
paign, with space contracts signed 
through next February. 


I believe I can assume that all of you 
are to some degree familiar with this 
campaign, so I will not dwell upon it at 
length. I just want to point out a few 
facts. 


The women who read TIME—and 
there are more than 1,800,000 of them 
—are the women who set thought pat- 
terns in their communities. Two out of 
three of these women are housewives and 
84 per cent of them are 45 years old or 
younger; half are between the ages of 18 
and 35. Of course a lot of men read 
TIME magazine, too. Perhaps you do 
yourself. But TIME has figures to prove 
that its women readers outnumber the 
men by more than a quarter of a million. 
Apparently the women not only have all 
the spending money in this country, but 
they are also doing more than their share 
of the reading. The important thing, 
however, is that women are reading 
TIME, and they are reading Continental 
Can’s advertising. 


To date, Continental has run about 
40 different advertisements in this series. 
Naturally, they are Continental adver- 
tisemer ts, because we want the public to 
know who we are, just as you want 
people to know who you are. But we 
are in « rather unusual type of business. 
When ihe housewife goes into a store, 
she ist looking for our cans. She is 
lookin. for the good food you put into 
them. So most of our advertising is 
devoted to your canned foods and how 
we a). trying to help you make them 
even ‘iore nutritious, more appetizing, 
more cnerally available. In other words, 
by .ting aeross some of the funda- 
men's of your business, we are hoping 
to s! ve a little of your well earned glory. 

hse ads do not sell brands, they do 
not -cll specifie commodities, They don’t 
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sell anything. They educate and inform 
—much the way leading articles in these 
publications do. They stimulate thought 
about the tremendous role played by can- 
ned foods in our present-day economy, 
and thus they provide a backdrop for 
specific brand and commodity advertising. 


So much for our national advertising. 
And if this review has done nothing 
more than establish the fact that Con- 
tinental is advertising and promotional- 
minded, I have accomplished my purpose 
—for what I have to say from here on is 
premised on that point. 


Late last Fall we decided to investi- 
gate various possibilities for extending 
concrete promotional help to the canning 
industry. By December we had the out- 
lines of such a program determined. We 
called in our advertising agency, as well 
as other specialists in the field, and 
spelled out our specific objectives. What 
we had in mind was a program tailor- 
made to the problem of helping you move 
your 1954 packs. Since early January 
we have been working on the many de- 
tails of that program, and I can assure 
you that it’s going to be a good one. 


Now, in the normal course of events, 
it would make sense to withhold an- 
nouncing a project like this until we 
were ready to make a full-blown presen- 
tation—with layouts, copy, media figures, 
etc. And since our program is designed 
to break early in September, we had 
planned to make our announcement at 
that, time. Under the circumstances 
however, it just does not make sense to 
not at least indicate that we are going 
to do a promotional campaign very 
directly in behalf of the canning indus- 
try, and that our effort will be sub- 
stantial. 


At this point I would like to state in 
behalf of Continental Can Company that 
we are happy that you will have the 
benefit of all these other programs that 
have been described here today. We hope 
that each one of them will be successful 
from your standpoint. And while our 
contribution will be distinctive, in con- 
cept, techniques and subject-matter, it is 
our belief that it will supplement and 
make even more effective these other 
promotional efforts. 


FRONT COVER 


Top, L. to R., Ted Sills, Public 
Relations Counsel for Associated 
Independent Canners; Harvey Burr, 
working Secretary; John Kraemer, 
President; J. R. Schilling, Graydon 
Jones, Francis Silver, O. U. Ottson, 
George A. Borg, all AIC Directors; 
and Guy E. Pollack, Secretary- 
Treasurer, Ilowa-Nebraska Canners 
Association, put final touches on 
“Country Steak Dinner” campaign, 
scheduled for May 15-June 15. The 
Campaign is supported by the Can 
Manufacturers Institute and Stars 
Canned Corn and Tomatoes, Pet 
Milk and Cube Steak. 


Bottom left, Dorothy Kirk, Food 
Editor, Woman’s Home Companion, 
discusses the 13 page canned food 
feature to appear in the May issue 
of the magazine, with Frank Pom- 
erance, “Companion” Promotion 
Manager; and Don R. Callahan (not 
shown). Don, who is Merchandising 
Director of Dudley, Anderson & 
Yutzy, is shown in center of picture 
on lower right, discussing details 
of chain and super survey with 
George Anderson, left, and Don 
White, right. 


NCA TO MERCHANDISE 
WOMAN’S HOME COMPANION 
FEATURE AT RETAIL 


Local tie-ins in 78 cities in 34 states 
with the canned foods feature to appear 
in the May issue of Woman’s Home Com- 
panion have been planned as the first 
merchandising of editorial materials in 
the Consumer and Trade Relations Pro- 
gram of the National Canners Associa- 
tion. 


The Companion’s May 14-page Picture 
Book Section features a typical house- 
wife named Harriet Heneveld who says, 
“Because of Canned Foods We Eat 
Better Today.” Television food program 
tie-ins with the article will be made on a 
local basis, with recipe leaflets available 
for use as a television offer. Also tied 
in will be the promotion departments of 
the local TV stations and leading re- 
tailers in each area. 


Reprints of the feature will be mailed 
to all canners. Canners in the areas 
where local tie-ins are scheduled will be 
bulletinized and asked to contact their 
distributor customers. 


Among retail tie-ins will be the 5000 
stores of the Eastern Division of the 


National Retailer-Owned Grocers, located . 


in 16 eastern states. NROG will promote 
canned foods “As Featured in Woman’s 
Home Companion” in newspaper adver- 
tising, store displays and recipe leaflet 
giveaways. 
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‘WASHINGTON 


NCA OPPOSES MARKETING 
ORDERS 


The National Canners Association, 
through its chief counsel, H. Thomas 
Austern, and a number of canner wit- 
nesses, testified last week before Senate 
and House Committees on Agriculture, 
in opposition to legislation to authorize 
marketing orders on crops for process- 
ing. Canners who testified were, John 
E. Dodds of Schuck] & Company, Inc., 
of Sunnyvale, California, recently elected 
President of the Canners League of Cali- 
fornia; O. E. Snyder of Blue Lake Pack- 
crs, Ine., Salem, Oregon; Howard T. 
Cumming of Curtice Brothers Company, 
Rochester, New York, and a past presi- 
dent of NCA; Louis Ratzesberger, IIli- 
nois Canning Company, Hoopeston, IIli- 
nois, and immediate past president of 
NCA; G. J. Hipke of A. T. Hipke & Sons, 
Inc., New Holstein, Wisconsin, Past Presi- 
dent of the Wisconsin Canners Associa- 
tion; Fred M. Moss, Idaho Canning Com- 
pany, Payette, Idaho; and Edward C. 
Kraus of Big Stone Canning Company, 
Ortonville, Minnesota. 


Mr. Austern and the canners, testified 
that controls would hamper expansion of 
the industry and presented figures to 
show the tremendous expansion that has 
occurred within the industry since mar- 
keting orders were first proposed in 
1934. It was also emphasized that al- 
though the current proposal contains a 
prohibition against controlling the pro- 
duction of the finished product, control of 
the raw product would have the same 
effect, thus regulating the canner with- 
out permitting him a vote—a shockingly 
undemocratic procedure.. 


The witnesses pointed out further that 
there was no need for such orders, show- 
ing that the production of canned vege- 
tables, fruits and juices has increased 
340 per cent since 1934; that the return 
per acre to growers has increased tre- 
mendously—tomatoes 6% times, snap 
beans and corn 4 and 5 times; and most 
importantly, prices to the consumer have 
been kept lower by almost one-third 
than “all foods.” 


John Fox of Minute Maid Corporation 
of New York City, and C. Al Snavely, 
Consumer Packing Company, Lancaster, 
Pennsylvania, representing the National 
Association of Frozen Food Packers, also 
appeared in opposition to the proposal. 


The thirty-third annual convention of 
the Western States Chair Grocers Asso- 
ciation is to be held at Coronado, Calif., 
April 25 to 28. Entertainment will be in 
charge of The Illuminators, an organiza- 
tion of allied trademen headed by Fred 
Hasemann, of the California Packing 
Corporation. 


TRI-STATE OFFICIALS DISCUSS 
LEGISLATIVE PROGRAM WITH 
CONGRESSMEN 


Officers of the Tri-State Packers As- 
sociation and the Legislative Committee 
of that group met with senators and con- 
gressmen of Maryland, Delaware and 
New Jersey, in Washington, on Wednes- 
day, April 7. Meeting of minds, an an- 
nual affair, which occurred in the Family 
Dining Room of the Senate, lasted one 
full hour. During this time industry 
representatives made full use of the op- 
portunity to acquaint the legislators, 
many of whom are serving on important 
committees, with the industry’s thinking. 
They voiced for instance: 1—Hearty dis- 
approval of marketing agreements on 
canning crops; 2—Continuation of the 
agricultural marketing service appro- 
priation to insure a continued and ade- 
quate canned foods grading service; 3— 
Restoration of an appropriation of funds 
for processed foods in the school lunch 
program (It came as a surprise that this 
had been deleted in the proposed budget; 
it was learned also that consideration is 
being given to a proposal to allot these 
latter funds to the states rather than 
administer them on the federal level. The 
industry representatives pointed out that 
this was objectionable in that it would 
encourage expansion of prison canneries, 
and the like, and thus add to the state 
competition already objectionable.) 4— 
Opposition to suggested changes to the 
Robinson-Patman Act; 5—A recommend- 
ation that the minimum wage be left at 
75 cents an hour; and last, but not least, 
6—A continuation of the processors’ sea- 
sonal exemptions in the Fair Labor 
Standards Act. 


SALMON CANNERS ACCEPT 
FTC ORDER 


A consent order of the Federal Trade 
Commission barring price agreements 
for the purchase and sale of salmon 
issued April 13, was accepted by 41 sal- 
mon canning companies, their trade asso- 
ciation “Alaska Salmon Industry, Inc.” 
and by 8 unions involved. In consenting 
to the findings the respondents did not 
admit or deny having engaged in viola- 
tion of the law. 


The Order prohibits the Association’s 
personnel, and members, and the 8 fisher- 
men’s unions from conspiring to: 1—Fix, 
establish, maintain, or adhere to the 
prices at which any type of fresh Alaska 
salmon is to be purchased or sold; 2— 
Jointly or collectively negotiate, bargain 
or agree as the prices at which fresh 
salmon is proposed to be, or is purchased 
or sold; 3—Authorize or empower any 
association, group, corporation, or union 
to negotiate, bargain, or agree, as to the 
prices to be paid or received in the pur- 
chase of fresh salmon. 
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SECOND MONOPOLY SUIT FILED 
AGAINST HUNT 


Five top executives of Hunt Foois, 
Inc., and a vice-president of a San Fran- 
cisco food brokerage firm were sued 
April 12 for damages of nearly $4,000,- 
000 by seven Northern California can- 
ners of tomato paste. Hunt Foods, Inc., 
also was named as one of the defendants. 

The suit for damages and injunctive 
relief was filed by the law firm of Philip 
S. Ehrlich in the California State Super- 
ior Court at San Farncisco on behalf of 
the following: Hershel California Fruit 
Products Co., Ine., of San Jose, Cali- 
fornia; Madonna Foods, Inc., Woodland, 
California; San Jose Canning Co., San 
Jose, California; Thornton Canning Co., 
Thorton, California; Gangi Brothers 
Packing Co., Santa Clara, California, and 
the Aron Canning Co., Stockton, Cali- 
fornia. (Bank of America, NT & SA,, 
as trustee of the Aron Canning Co. is 
named as one of the plaintiffs). 

The complaint contains three counts. 
The first charges illegal practices to all 
defendants, while the second and third 
counts charge illegal practices only on 
the part of Hunt Foods, Inc. 

The complaint charges that the defend- 
ants engaged in the illegal practices for 
the purpose of destroying competition 
and obtaining a monopoly in tomato 
paste industry and for the purpose of 
controlling the price and quantity of 
tomato tonnage produced in California. 

It is charged that Hunt, aided and 
abetted by the personal defendants, has 
been selling tomato paste below its cost 
of production for the purpose of destroy- 
ing competition and monopolizing the 
manufacture of the product. 

It is charged that Hunt and its officers 
aided by the defendant broker, in May, 
1952, broke the market for tomato paste, 
thereby causing the plaintiffs severe 
losses. 

A similar suit was filed in the federal 
courts some two years ago, for viola- 
tions of the Sherman and Robinson-Pat- 
man Acts, in which injunctive relief was 
sought and treble damages in the sum of 
$2,398,183. Adding this amount to the 
damages sought in today’s action, makes 
total damages in the sum of $8,380,759. 


GRADE STANDARDS FOR 
TOMATO SAUCE ISSUED 


Grade standards for tomato sauce, the 
first to become effective for this product, 
were issued April 6 by the U. S. Depart- 
ment of Agriculture. The standards be- 
come effective for use on May 10, 1954. 

The product covered by these stand- 
ards is a concentrated, spiced tomato 
puree used extensively in cooking. The 
standards provide that the product be 
concentrated so that the refractive index 
of the filtrate is not less than 1.3461 nor 
more than 1.3541 at 20 degrees centi- 
grade. The quality levels are evaluated 
by judging the product on its color, con- 
sistency, degree of freedom from defects, 
and its finish and flavor. 
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MEETING SCHEDULE 


‘ MAY 10-12, 1954—-9TH PURDUE INDUS- 
TRIAL WASTE CONFERENCE, Purdue Memo- 
rial Union, Lafayette, Ind. 


MAY 11-12, 1954—-PENNSYLVANIA CAN- 
NERS ASSOCIATION, 3rd Annual Sales 
Clinic, Galen Hall Hotel, near Reading, 
Pa. 
MAY 16-19, 1954—uU. S. WHOLESALE 


GROCERS ASSOCIATION, Convention & Ex- 
position, Kiel Auditorium, St. Louis, Mo. 


MAY 16-19, 1954—FLAVORING EXTRACT 
MANUFACTURERS ASSOCIATION, 45th An- 
nual Convention, Hotel Biltmore, New 
York City. 


MAY 17-19, 1954—GROCERY MANUFAC- 
TURERS OF AMERICA, INC., Midyear Meet- 
_ ing, Boca Raton Hotel, Boca Raton, Fla. 


MAY 20, 1954—NATIONAL CANNERS AS- 
SOCIATION, Administrative Council Spring 
Meeting, N.C.A. Headquarters, Washing- 
ton, D. C. 


MAY 20-21, 1954—NATIONAL CANNERS 


Meeting, Hotel Statler, Washington, D. C. 


— 


MAY 23-26, 1954—SUPER MARKET IN- 
STITUTE, Annual Convention, Public 
Auditorium, Cleveland, Ohio. 


_ JUNE 3, 1954— TIDEWATER CANNERS 
| ASSOCIATION OF VIRGINIA, Annual Meet- 
ing, Atlanta Hotel, Colonial Beach, Va. 


JUNE 9-11, 1954—PROCESSED APPLES 
_ INSTITUTE, Spring Meeting, Skytop 
Lodge, Skytop, Pa. 


JUNE 10-11, 1954--—NATIONAL RED 
CHERRY INSTITUTE, Annual Meeting, 
Hotel Gettysburg, Gettysburg, Pa. 


‘ JUNE 13-14, 1954—MICHIGAN CANNERS 
_ & FREEZERS ASSOCIATION, Spring Meeting, 
__ Park Place Hotel, Traverse City, Mich. 


JUNE 13-17, 1954—-NATIONAL ASSOCIA- 

_ TION OF RETAIL GROCERS, Annual Conven- 
tion, National Guard Armory, Washing- 
ington, D. C. 


JUNE 15-16, 1954—MAINE CANNERS 
ASSOCIATION, Annual Summer Meeting, 
Lakewoo.|, near Skowhegan, Maine. 


JULY 9, 1954—TRI STATE PACKERS 
ASSOCIAT| — Annual Summer Outing, 
. Miles River Yacht Club, near Easton. 


JULY 12-30, 1954 — MASSACHUSETTS 
INSTITU!) OF TECHNOLOGY, Special Sum- 
mer Ses ion in Food Technology, Cam- 
bridge, \{ass. 


FEB! JARY 19-23, 1955 — NATIONAL 
CANNERS ASSOCIATION, 48th Annual Con- 
vention, Meeting with NATIONAL FOOD 
SSROKERS ASSOCIATION and CANNING MA- 
BCHINEK AND SUPPLIES ASSOCIATION, 
Chicago. Illinois. 


» 
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Look at these outstanding 


results on tomatoes... 
as reported by users of Du Pont MANZATE® 


One chemical now does the job of controlling the major diseases on 
tomatoes. It’s Du Pont ‘‘Manzate”’ fungicide. And it not only makes 
disease control a lot simpler, but also helps produce record yields. 
Read these typical reports: 

‘‘Averaged approximately 25 tons per acre. ‘Manzate’ did a 
good job in controlling anthracnose, early blight, and Septoria. . . 
was a very big factor in enabling me to market the largest yield I 
have ever grown’’. . . Chester C. Mauch, Lindsey, Ohio. 

‘Anthracnose, early blight, and Septoria have been real prob- 
lems. This year we used a 100% ‘Manzate’ program, and disease 
control was the best we ever had. Quality was excellent, and our 
average yield of 24 tons per acre was the highest we ever had”’. . . 
Dean Keller, Blissfield, Mich. 

‘*My crop was entirely free from disease . .. and graded an 
exceptionally high percentage of No. 1 tomatoes”. . . Arthur G. 
Schroeder, Des Plaines, Ill. 

Yes, use ‘“‘“Manzate” all season long. No other product has done 
as well in controlling tomato diseases and helping to grow high 
yields of top-quality fruit. Get ‘‘Manzate” in 3- or 25-lb. packages. 


On all chemicals always follow directions for application. Where warning 
or caution statements on use of the product are given, read them carefully. 


QUPOND 
BETTER THINGS FOR BETTER LIVING 


This leaflet...tells how to 
get best results from this 
new Du Pont fungicide. 
See ag dealer or write 
to Du Pont, Grasselli 
Chemicals Dept., Wil- 
mington, Delaware. 
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PACKAGING 


INDUSTRY OUTPUT OF METAL 
CANS AT NEW HIGH IN 1953 


Industry-wide production of metal cans 
reached a new all time high during 1953 
according to the American Can Company. 
D. B. Craver, the firm’s vice president for 
sales, said that U. S. Department of 
Commerce reports on the short tons of 
steel consumed in the manufacture of 
cans during 1953 indicate a record pro- 
duction of more than 35,600,000,000 (b) 
containers, estimated on the basis of No. 
2 cans. 

Last year’s output of metal containers 
for all purposes was about 2,000,000,000 
(b) units more than the year before—an 
increase of approximately 6.2 per cent 
Mr. Craver said. 

“U.S. production of cans has increased 
steadily to its present high from an an- 
nual volume of about 2,000,000,000 (b) 
containers during the early years of the 
century,” he said. “Output has almost 
doubled since 1939.” 

He attributed the rapid growth in can 
production to expansion of the food can- 
ning industry and impressive gains in 
the use of metal containers for packag- 
ing such products as beer, shortening, 
motor oil and many other items. 

Although 1953 food can production was 
well over the year before, the greatest 
gains were recorded in the non-food field, 
where about 12,800,000,000 (b) metal con- 
tainers were manufactured compared 
with approximately 11,240,000,000 (b) in 
1952. This represented an increase of 
14 per cent, Mr. Craver added. Substan- 
tial advances were made last year in the 
production of beer and motor oil cans. 


A record-breaking volume of 9.7 bil- 
lion paper milk containers —a_ ten-fold 
gain since 1940—packaged nearly 50 per- 
cent of all beverage mlik sold to con- 
sumers in 1953, reports American Can 
Company. 


A “PRETTY” GOOD LOOK INTO THE 


FUTURE—Looking into the future use 
of tin cans at the National Packaging 
Exposition, at Atlantic City, April 5, is 
pretty Janet March. She is viewing a 
number of American Can Company con- 
tainers that are recommended for “can- 
ning” for the irst time—such products as 
jellies, chicken pot pie, beef pot pie, 
raisins and cocktail cherries. Other con- 
tainers displayed were suggested for 
screws and bolts, blankets and grass seed. 


Prepackaging of vegetables, meats, 
and other perishables will replace bulk 
dispensing as surely as prepackaged soda 
crackers displaced the cracker barrel, 
Robert T. Foreman, director of sales of 
R. A. Jones & Company, Cincinnati, Ohio, 
and president of the Packaging Machin- 
ery Manufacturers Institute, predicted 
in a statement issued at the American 
Management Association’s 23rd National 
Packaging Exposition in Atlantic City 
last week. Packaging of individual serv- 
ings of coffee cream, catsup, and mustard 
soon will become economical, he forecasts. 


CREATIVE PACKAGING 
STRESSED BY CANCO 


The creation of new markets for pack- 
aged products through imaginative and 
wider uses of metal cans was the theme 
of the American Can Company’s exhibit 
at the National Packaging Exposition 
in Atlantic City, April 5 to 8. 

Using a display of more than 20 prod- 
ucts as examples of “imagination at ~ 
work” in the packaging field, the con. 
tainer-making company’s exhibit offered ‘ 
suggestions for the “canning” a variety 
of items—ranging from cocktail onions 
to sleeping blankets—for the first time, |< jn 
as well as for new packages and new — er 
processes for both food and non-food — sa 
products which previously have been dr 


marketed in other forms. 30 

“This exhibit is indicative of the crea- \ co 
tive work we constantly are carrying on ne 
cooperatively with manufacturers to per- — va 
fect the containers of the future,” stated th 
D. B. Craver, Canco vice president in — of 
charge of sales. th 


“We are confident that there are many!" 
vast new markets for a wide variety of } 
canned products which, with imagination — dr 
and know-how, can be developed through — th 
adaptation of containers which already — pr 
have demonstrated their sound packag- » he 
ing qualities.” 

By way of illustration Mr. Craver 
cited the adaptation of familiar can- in 
making techniques that made possible g on 
the recently-announced non-drip can for — 
liquid detergent. 

He pointed out that, in addition to the — Vo 
products on display which included cans — ¢¢ 
for chicken pot pie, jams, jellies and ¢8 
fruit cakes, as well as containers for § al 
nuts, bolts and nails and other products, — ©° 
there are large potential can markets y fin 
for many household staples such as yer 


mayonnaise, catsup, peanut butter, vine- 
gar and ammonia. 

At its exhibit Canco also had on dis- 
play for the first time in this country 
its unit end load system for palletizing 
tubes of can ends both for handling and 


NATIONAL CA 


& o 


A SOFT DRINK CAN, the latest and most important develop- fl 
ment in the packaging industry, was the highlight of the National 
Can Corporation exhibit at the National Packaging Exposition 
and Conference hela in Atlantic City. Pictured here, discussing 
the new can, are (left to right) John Morrison, National Can Vic? 
President, and E. F. Woelper, Southeastern District Sales Man- 
ager. The theme of the National Can exhibit was “packawing ' 
from A to Z” with a wide variety of canned products on display. 


THE CANNING TRADE 


shipping. 


April 19, 1954 : 


er 
GRASS 
ora mast 
~ 
‘ 
3 
g 
~ ( 
M 
| 
be “ 


SOLINSKY, PREDICTS SOFT 
DRINKS WILL USE MORE CANS 
THAN BEER 


In an interview at the National Pack- 


aging Exposition and Conference held in 
) Atlantic City last week, Robert S. Solin- 


sky, President of National Can Com- 


' pany, predicted that the number of cans 


used to package soft drinks is likely to 
exceed the number now used in the 


4 

brewery industry. At the present time, 
| ? more than 6 billion cans annually are 


used to package beer. 
“Through the years, more and more 
industries have turned to metal contain- 


~ ers because of their efficiency and ver- 
 satility,” Mr. Solinsky said. 


“The soft 


drink industry, which now sells some 


30 billion units annually, is rapidly dis- 


. % covering a wide-open market for a can- 


’ 


4 


g 
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heavier 


ned beverage. Bottlers who take ad- 


vantage of this new package will find 


that the can will not reduce their sales 
of the bottled product but will increase 
their total sales vo:ume. This was true 
in the case of beer.” 

Retailers’ acceptance of canned soft 
drinks will be accelerated as they realize 


that the canned product will be more 
Canned soft drinks permit a . 


profitab-e. 
volume of business from a 
‘smaller amount of floor or shelf space 
and eliminate the large expense involved 


in storing, handling and refunding money 


retured bottles. 


_ If properly handled by the retailer, 
) canned soft drinks will increase his total 
_ volume and profit, the National Can ex- 
ecutive said. Following the pattern of 
_canned beer, consumer acceptance has 
b already been established because of the 
‘convenince of the can. The customer 
finds the can, particularly the flat-top 
‘can, more suitable for storing and fast 
® chilling in his refrigerator, without the 
bother of returing an empty bottle for 
refund. 
_ MASON’S TO OPEN SOFT DRINK 
CANNING PLANTS 
i The swing to carbonated beverages in 
scans is receiving a huge impetus with 
» the opening in a few weeks of two large 
modern canning plants in Chicago and 
3 Detroit. Mason’s Beverage Company of 
Chicago. will feature—in addition to 
Mason's »ationally famous Root Beer— 
three acitional flavors, Black Cherry, 
_ Grape and Orange. Distribution will 
cover th. states of Illinois, Indiana, Wis- 
consin a: Lowa. Mason Products Com- 
» pany of ‘detroit will also can four Mason 
flavors— toot Beer, Grape, Black Cherry 
O:snge—and its distribution will 
cover { complete state of Michigan 
pari of Ohio. 
product will appear in flat-top 
12 0z. -ans, supplied by the National 
Can Cc »)., and it will be marketed in mul- 
4 uate it containers (6 cans in the 
famil. 


beer type carrier). 
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and 


EQUIPMENT 
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REGISTERED TRADE-MARK 


Manufacturers of Complete Lines of 


CLEANERS GRADERS WASHERS 
BLANCHERS, ETC. 
for 


PEAS’ e LIMA BEANS ° TOMATOES 
BEETS e STRING BEANS e CHERRIES 
and other Vegetables and Fruits 


Write for information on latest and most modern 
Tomato Equipment for continuous lines 


HUNTLEY MANUFACTURING CO. 


BROCTON, N. Y., U.S.A. 
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Ben A. Fowler, for six years Canned 
Fruit and Vegetable Buyer for the Chi- 
cago Quartermaster and for the past two 
years Sales Representative for Bell Fibre 
Products Company, manufacturer of 
shipping containers, has been appointed 
Superintendent and Assistant Manager 
of New Era Canning Company, New Era, 
Michigan, Chester A. Ray, President and 
General Manager of that Company an- 
nounced on April 12. Mr. Fowler assumed 
his duties as of that date. Mr. Fowler 
is a graduate of Michigan State College, 
holding a degree of Bachelor of Science, 
majoring in pomology. Previous to his 
acting as Field Buyer for the Army, Mr. 
Fowler was for three years with the 
Processed Products Inspection Service of 
the U. S. Department of Agriculture. 
Mr. Fowler is widely known in the can- 
ning industry and the trade from his 
close association with them in the fields 
in which he has served. 


Major W. S. Everts, manager of the 
Cling Peach Advisory Board since its 
organization, and who has taken an ac- 
tive part in marketing orders and agree- 
ments for 27 years, has retired from 
active duty. His services, however, have 
been retained for a time in an advisory 
capacity. Major Everet has been suc- 
ceeded by B. H. Bonidt, who has been 
assistant manager for the past year at 
the San Francisco, Calif., headquarters 
and who has taken an active part in 
arranging the new cling peach market- 
ing order which will be effective in Cali- 
fornia for the next three years. Before 
joining the cling peach organization Mr. 
Bonidt was with the Spreckels Sugar 
Company as assistant to the president, 
serving in this capacity for eleven years. 


Russ Perkins, formerly New England 
representative for S. E. Mighton Com- 
pany, has joined the Springfield Sales 
Company, Springfield, Massachusetts, 
food brokers, as Director of the recently 
added Retail Merchandising Division. The 
company has offices and branches in Bos- 
ton, Providence, New Haven, and Port- 
land, Maine, and has served the New 
England area for many years. The com- 
pany now plans to offer the retail grocer 
a complete merchandising service, in- 
cluding store service, displays, advertis- 
ing, and current promotion to assure 
rapid movement of products handled, 


12 


Lee F. Esser, general sales manager, 
Knouse Foods, manufacturers and dis- 
tributors of Lucky Leaf products, has 
announced the appointment of three ad- 
ditional food brokers to the company’s 
sales staff. They are: James Donlon & 
Associates, Buffalo, N. Y.; Head-Hilleary, 
Inc., Louisville, Ky.; Stoker Sales Asso- 
ciates, Inc., Shreveport, La. The com- 
pany recently added blackberry pie fill- 
ing to its Family of Fruit Pie Fillings to 
bring to eight the varieties of newly- 
perfected fruit preparations. 


The Duffy Mott Company, for Clapp’s 
Baby Food, has renewed its current con- 
tract for participations on WCBS Radio 
for 13 weeks. The order was placed through 
Young and Rubicam for continuance of 
three participations a week in Galen 
Drake’s “Housewives Protective League” 
(Mon. through Fri. at 4:30-5:00 p.m., 
EST, and Saturday at 9:30-10:00 a.m., 
EST). 


Seven four-year college scholarships 
were awarded this year by American Can 
Company, making a total of 15 awarded 
since the firm inaugurated its program 
last year. Award certificates were pre- 
sented in April to six children of em- 
ployees and one young employee, in the 
company’s four geographical divisions. 

Candidates for scholarships must be 
sons or daughters of the company’s em- 
ployees with at least five years accredited 
service with the firm. Also eligible for 
scholarships are employees under 23 
years of age who have worked for the 
company one year or more. In addition 
to the tuition, Canco makes a contribu- 
tion of $500 a year to the selected insti- 
tution for each student enrolled under 
the scholarship program. 


Board of Directors of the Canning 
Machinery & Supplies Association will 
meet on April 21, 1954, at the Roosevelt 
Hotel in New York City. Plans for the 
1955 Exhibit of Canning Machinery & 
Supplies Association at the Canners Con- 
vention in Chicago, February 19-23 will 
be presented by the Committee Chairmen. 


The Florida Canners Association’s 23rd 
Annual Meeting will be held at the 
Hollywood Beach Hotel, Hollywood, 
Florida, October 21, 22 and 23, according 
to an announcement by Executive Secre- 
tary C. C, Rathbun, 
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Annual Summer Meeting of the Maine » 


Canners Association will be held June 
15 and 16 at Lakewood, near Skowhegan, 
according to an announcement by F, 
Webster Browne, Secretary-Treasurer of 
the Association. 


O. L. Teagarden, President, the J. Wel- 
ler Company, Oak Harbor, Ohio, an. 
nounces that his Company’s $200.00 Col- 
lege Scholarship Award is again avail- 


able to a boy graduating from high 5 


school with a superior record; and who 
desires to enter college this fall to study 
processing of horticultural products. The 


candidate for this scholarship must be of | | 


good character and in actual need of 


financial assistance to start his college | 


training. The award will be made by a 


Committee representing The J. Weller 4 


Company the Horticultural Products Di- 
vision of the Department of Horticulture 
and Forestry, and the office of the Dean, 
College of Agriculture, Ohio State Uni- 
versity. Application form to be filed by 
September 1, 1954 may be secured from 
L. L. Rummell, Dean, College of Agri- 
culture, Townshend Hall, Ohio State 
University, Columbus 10, Ohio. 


The offices of the California Canning 
Peach Association, formerly located at 
244 California St., San Francisco, have 
been removed to 64 Pine St., formerly the 
home of the Canners League of California. 


The William C. Downey Co., San Fran- 
cisco, Calif., has been placed in charge of 
sales of the Frank Raiter Canning Com- 
pany, Salinas, Calif., whose lines include 
both fruits and vegetables. 


Paul V. Rea, for many years an execu- 
tive of the Fred M. Drew Company, San 
Jose, Calif., has been made executive 
vice-president of the United States Prod- 
ucts Corp., Ltd., of that city. 


Fred Firstenberg, President of the 
First Machinery Corporation, has an- 
nounced that all of the company’s facili- 
ties have now been consolidated under 
one roof, occupying the entire city block 
209-289 Tenth Street, Brooklyn, New 
York. The executive offices, warehouse 
stock, rebuilding shops, engineering, and 
fabrication departments will be in the 
one location after May 1, The spot is 
conveniently located to all transporta- 
tion facilities. 
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DISCOUNT—BROKERAGE ON 
CANNER-TO-CANNER SALES 


Diseussion of interest to all canners 
and brokers occurred at the Wisconsin 
Canners Sales Conference last week dur- 
ing a panel discussion of canner-broker 
relationships. Question was whether part 
of the brokerage fee could be paid to a 
buying canner on a canner-to-canner 
sale. It was pointed out that there is no 
such exception to the prohibition against 
diversion of brokerage in Section 2 (c) 
of the Robinson-Patman Act. 


The panel agreed, however, that sales 
between canners could be made at lower 
prices than like sales to wholesale dis- 
tributors without violating the prohibi- 
tion against discriminatory prices in 
Section 2(a) of the Act, for in such cases 
buyers are of different classes and no 
injury to competition can result. Panel 
members pointed out that some canners 
make a practice of showing a canner 
discount of, for instance, 2 percent on 
the invoice. This is considered preferable 
to having the buying canner deduct from 
the invoice an amount including broker- 
age, and then paying the brokerage to 
the selling canner’s broker. 


The question of whether a buyer is to 
be considered a canner or a wholesale 
distributor depends on the facts in the 
particular case. If the buyer is a canner 
he will ordinarily resell the merchandise 
to a wholesale distributor. 


SHIPPING UNLABELED 
MERCHANDISE 


Another important matter discussed by 
the panel, according to the Wisconsin 
Bulletin, had to do with shipping un- 
labeled merchandise in accordance with 
the provisions of the Federal Food, Drug 
and Cosmetic Act. Section 405 of the 
Act authorizes exemption from the label- 
ing requirements of “Food which is in 
accordance with the practice of the trade 
to be... labeled . . . at establishments 
other than those where orginally proc- 
essed or packed on condition that such 
food is not... misbranded,” when labeled 
at such other establishment. 

Regulations issued pursuant to this 
section provide that the exemption occurs 
only if the shipper and the consignee 
have copies of a written agreement 
signed by both, specifying that the con- 
signee will label the food in accordance 
with the Food, Drug and Cosmetic Act. 


PICKS OWN TOMATOES 


An Ohio canner found a way in 1953 
that assured him fresh quality tomatoes 
at all times. While other canners were 
swamped with rapidly deteriorating raw 
stock Doane Canning Company, Jackson 
Center, never canned tomatoes over 24 
hours from the vine. Doane growers are 
enthusiastic over their new look in to- 
mato harvesting. 

The plan gave the grower top tonnage 
and profit. With quality tomatoes 


throughout the season the recovery per 
ton jumped from 39.4 cases 303’s in 1952 
to 47.6 cases 303’s in 1953 a drouth year. 


To achieve this success Mr. W. H. 
Doane, owner, told his growers that all 
picking would be under his supervision 
and when the tomatoes were at the peak 
of maturity he would send pickers to 
their fields. The farmer was not to do 
the picking. 


The pickers were under the supervision 
of an experienced foreman who knew the 
quality needed for a quality- pack, and 
the time necessary to secure the grower 
maximum tonnage. All fields were picked 
only twice with the exception of one 
25 acre block which had three pickings. 


DON WHITE SURVEY FOR NCA 
FINDS CANNED FOODS 
RATE HIGH 


Recent interviews with leading chain 
store and super market executives oper- 
ating over 1700 stores reveal that 72.5 
per cent consider canned foods right at 
the top of their list of most profitable 
items and 16 per cent said they deliver 
more net profit than any category. The 
survey was conducted by Don White, Inc. 
for the National Canners Association. 
Members of the Don White organization 
in 137 cities where 40 per cent of the 
food sales volume is concentrated provide 
a constant scouting force and field lab- 
oratory for the NCA program. 


, #999 CATALOG 


THE ROBINS LINE 
INCLUDES EQUIPMENT | 

Apples 

and apple products 

Asparagus ¢ Beets 

Corn « Dried Beans 
Lima Beans | 
Marmalades ‘ 
Olives « Onions 


THE 


LKRohbins 


INO COMPANY, INC. 


“anufacturers of Food Processing Machinery Since 1855 
13-729 E. Lombard St. @ Baltimore 2, Md. 
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This new catalog contains data, 
specifications and illustrations of the 
latest models of food processing equip- 
ment, handling machinery and sup- 
plies. It presents to you the ultimate 
in modern, time-saving, quality equip- 
ment offered by this dependable 
99 year old firm. 


See what Robins has to offer before 
you buy. Check your catalog number. 
Do you have the new #999 Robins 
Catalog? If not--see your Robins 
representative or wire, write or phone 
direct for your copy. 


Peaches « Peas 
Peppers « Pickles 


Potatoes — 
white and sweet 


Pumpkin « Relishes 

Saverkraut Shrimp 
Spinach « Strawberries 

String Beans « Tomatoes 
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“GLASS 


helps sell 
the product 


says 
ELLIOTT R. DAVIES, 
Purchasing Director, 


General Department Stores, 
Huntington, West Virginia 


99 


“It seems to us that practically all of the foods 
we have in glass are very appealing to our 
trade; further, glass is a definite asset in dis- 
playing merchandise, and an advantage to the 
shopper in actually letting her see what she is 
buying. As new appetite-appealing products 


become available in glass, the test of time in- 
variably indicates that glass helps to sell the 
product. We believe additional vegetable and 
fruit items in glass would have a sales-stimulat- 
ing influence on this important food store com- 
modity classification.” ‘ 
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Glass is the perfect self-selling package. Its color and 
arkle attract... its honesty convinces. 


TABLE sYRUP 


~ 


glass package is convenient to use. Housewives like the This aitractive glass decanter is available in 8-oz., 
sible inventory they get with glass, and the safe, con- 12-0z., 16-0z., quart and half-gallon sizes. 
nient way foods in glass can be stored. 


Today’s self-service selling demands 
a self-selling package... GLASS! 


at's why so many foods are now packed in ucts in glass today are geared to self-selling. 
ss. Table syrup, for example, is now sold al- = The cartons are easy to handle, easy to cut 
st entirely in glass, because the glass pack- _for display. 

ige is an attractive easy-to-use table package. So remember . . . today’s self-service selling 
here’s no better way to sell a product than demands a self-selling package . .. GLASS . . . 
d let it seil itself through visual display. Prod- for fast turnover! 
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GLASSED FOODS 


BLOCK & GUGGENHEIMER 
REVISE LABELS-CONTAINERS 


A complete change in containers and 
labels for its brands of Dwarf, DeLuxe, 
and Pick (Pack pickles has been, an- 
nounced by Bloch & Guggenheimer, Inc., 
Long Island City, New York. 

The company has changed to round, 
cylindrical jars which will lend them- 
selves better toward mass displays and 
stacking in super markets and other 
types of retail grocery outlets. 

The labels, designed by Egmont Arens 
of New York, refiect the need for the 
utmost in merchandising appeal. This 
was accomplished through the use of 
brighter colors and simplified design. 


While the labels for each quality line 
are different, they maintain a family 
identify with the trademark “B an’ G” 
done in reverse white against a red back- 
ground, set off in a circle at the top of 
each label. Gamse Lithographing Co. of 
Baltimore, Md. supplies the labels. 

In order to comply with the new design 
of the labels, Mr. Arens also developed 
a new design for the closures which will 
be used for the three lines of pickles. 
The closure, in bright yellow, is identi- 
fied with the “B an’ G” trademark and 
allows sufficient space for pricing. Clo- 
sures are supplied by the White Cap 
Company of Chicago. 


NEW ADDITION AT BAD AXE 


Besides the main plant at Long Island 
City, the firm operates pickle plants at 
Williamsburg, Md., and Bad Axe, Mich., 
where, during 1953, an additional build- 
ing was opened for the production of 
fresh pack pickles. 

New equipment, which was installed 
at Bad Axe for the bottling operation, 
was furnished by the Standard Metal 
Products Company and the White Cap 


Company of Chicago. All conveyors are 
made of stainless steel throughout and 
are of the most modern construction. 
Jars are supplied by Owens-Illinois Glass 
Company, and Armstrong Cork Co. 


Bloch & Guggenheimer operates sev- 
eral plants in the New York state cab- 
bage producing area which are engaged 
solely in the production of sauerkraut 
under the three brand names. 


Edward Guggenheimer, President and 
Treasurer, and Herbert Guggenheimer, 
Vice President and Secretary, are the 
officials of this 54-year old firm. The 
former recently was elected President of 
the National Pickle Packers Association. 


0-1 AT PACKAGING SHOW 


One of the many new items exhibited 
by the Glass Container Division of the 
Owens-Illinois Glass Company at its 
booth at the recent Packaging Exposition 
at Atlantic City was the tear-strip, one- 
tier carton. Permitting rapid price mark- 
ing and having display building features, 
this carton has contributed substantial 
savings to retailers. 


The Owens-Illinois booth was shared 
jointly by two company Divisions and 
one Subsidiary as the glass firm took an- 
other step in its recently inaugurated 
marketing program designed to empha- 
size the family relationship of the parent 
organization and its Divisions and sub- 
sidiaries. 


Sharing the facilities of the booth and 
operating from one entertainment head- 
quarters in the Claridge Hotel were 
Kimble Glass Company, a ‘subsidiary; 
Glass Container Division and Closure and 
Plastics Division. 


Color played an important role in the 
display as the company employed a wide 
range of deep and pastel shades in glass 
and plastic packages and closures. 


The Thatcher Glass Manufacturin 
Company, Inc., Elmira, N. Y., has ap. 
nounced the retirement of H. Park! 
Schrader, Manager of their Philadelphi, 
Office, and the appointment of Joseph |) 
Stanley to succeed him in that position — 
Schrader had been active in Thatcher; 
sales department since August, 1916, 
worked under five Thatcher president; 
and seven Sales Managers. He was mace 
Manager of the Philadelphia Office jy 
1944. His retirement under the Com.” 
pany pension plan became effective on? : 
March 1. Stanley, appointed to succee 
Schrader, has served under him since 
1946. 
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The Schramm Pickling Co. of Phila- 
delphia, Pa., has chosen a small label, of 
conservative design, to allow the best vis- — 
ibility of its attractive pack of Preserved 
Sweet Midgets, Preserved Sweet Gher- 
kins, and Preserved Sweet Pickle Jumble. 
Making a particular eye-catchnng display — 
is the arrangement of the Jumble, which 
consists of pickles, cauliflower, onions, 
stuffed olives, peppers, pineapple, and 
cherries. Closures are by Crown Cork & 
Seal Co. 


ROSHER 


DILL PICKLES 


THE CANNING TRADE 


Three new packages with bright new labels are being used by 
Bloch & Guggenheimer, Long Island City, N. Y., to merchandise — 
their Dwarf, DeLuxe, and Pick Pack brands of pickles. Old-s‘yle | 
jar with old label is shown in picture at the left. 
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GLASS CONTAINER 
PRODUCTION AND SHIPMENT 
AT RECORD LEVEL 


Production of glass containers during 
1953 veached a record high of 125.7 mil- 
lion gross, 9 per cent above 1952 output 
and 7 per cent above the previous peak 
year 1951 when 117.7 million gross were 
produced, according to the Bureau of the 
Census, Department of Commerce. Ship- 
ments of glass containers in 1953 
amounted to 124.4 million gross, 9 per 
cent above 1952. Shipments for export 
also reached a peak in 1953, increasing 
from 2.7 million gross in 1952 to 3.1 mil 
lion gross in 19538, slightly higher than 
the previous peak reached in 1951. 


During 1953, production and shipments 
increased for every type of glass con- 
tainer. The most significant change in 
shipments from 1952 to 1953 for indi- 
vidual types of containers was an in- 
crease of 137 per cent for nonreturnable 
beverage bottles. 


Food container shipments, both narrow 
neck and wide mouth, including fruit jars 
and jelly glasses, totaled 44.2 million 
gross in 1953. The report shows a steady 
growth in shipments of these types of ° 
containers since 1949 as follows: 1949— 
30.9 million gross; 1950—39.3; 1951— 
38.3; 1952—40.8; and 1953—44.2 million 
gross. 


Production figures for glass containers 
for food are combined with medicinal 
and chemical containers in the report. 


COMMERCIAL AND HOME 
CANNING CLOSURES 
SUMMARY FOR 1953 


Shipments of crowns and milk bottle 
closures decreased during 1953 while 
shipments of caps, both metal and plas- 
tic, showed inereases during 1953 over 
shipments during 1952, according to the 
Bureau of the Census, Department of 
Commerce. 


Shipments of metal and plastic caps 
(excluding caps for collapsible tubes) 
during 1953 totaled 14,464 million units. 
Of this total, metal caps accounted for 


11,854 million units, an increase of 9 per 
cent ove 1952, and plastic caps for 2,609 
million units, an inerease of 20 per cent 
over 1950 


Shipments of crowns during 1953 
totaled (16 million gross, 10 per cent 


below the 1952 figure of 352 million 
gross, 

_ Ships ents of milk bottle closures dur- 
Ing 19°, at 13,450 million units, were 


4 per « it below the total of 13,952 mil- 
lion urs shipped in 1952. 


Tots shipments of all types of home 


canniy closures amounted to 14,100 
thous: | gross in 1952, 7 per cent below 
the c.\parable total for 1953. 
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“WHITE CAP” CONSUMER 
PUBLICITY UNDERWAY 


In a major promotional effort, a series 
of four informational bulletins on the 
advantages of vacuum pry-off caps for 
foods is being distributed by the White 
Cap Co. of Chicago to 20,000 food editors 
home economists, food packers, and 
others in the food industry. 

Entitled “The Facts about Caps for 
Foods Packed-in-Glass,” the illustrated 
bulletins launch an extensive promotion 
and public relations program to present 
the importance of pry-off vacuum caps 
and glass food containers, according to 
John C. Swift, sales manager for the 
firm. 

The bulletins are prefaced by four of 
the nation’s outstanding food authorities. 
Guest editors are: Lila M. Jones, head 
home economist for the H. J. Heinz Com- 
pany; Marye Dahnke, director of the 
consumer service department, Kraft 
Foods Company; Mary Meade, food 
editor of the Chicago Tribune, and Jo- 
Ann Shurpit (Mary Hale Martin), home 
economist for Libby, McNeil and Libby 
Company. 

Distributed at two-week intervals, the 
mailings are going to home economists 
in schools and industry, food editors of 
newspapers and magazines, women com- 
mentators on radio and television, and 
other opinion moulders in the food field, 
as well as leading packers, grocers, and 
food brokers. 

The six-page bulletins explain in detail 
the different types of closures for food 
packed in glass; point out why all perish- 
able and certain semi-perishable foods 
require vacuum sealing; give detailed 
information on a key-type of opener for 
pry-off caps, and explain how a vacuum 
seal is obtained. 

Printed in three colors, the pamphlets 
have been produced by H. B. Law, Inc., 
the company’s advertising agency. 


OWENS-ILLINOIS ADOPTS 
NEW TRADEMARK 


Owens-Illinois Glass Co., one of the 
nation’s leading producers of glass and 
other products, has embarked on a new 
marketing program that aims to improve 
sales by promoting the family relation- 
ship of its divisions and _ subsidiaries, 
and the variety of items they make. 

The chief objective is to establish 
clearly in the minds of customers and 
potential customers what Owens Illinois 
is, and what it produces and supplies. 

The Glass Container Division, for in- 
stance, supplies beverage bottlers and 
food packers with glass containers. The 
Libbey Glass Division supplies tumblers 
for packaging certain other foods. Be- 
yond this the customers of these divi- 
sions are not generally aware that 
Owens-Illinois, through other divisions 
and subsidiaries, produces and supplies 
such other items as metal and plastic 
closures, glass block, laboratory glass- 
ware, insulation and plywood. 


(Continued on page 21) 


Four attractive mailing pieces, relating 
the history of vapor-vacuum sealing and 
outlining the advantages of the pry-off 
cap, are being distributed in series to 
20,000 food editors, home economists, food 
packers, and others in the food industry. 
The illustrated bulletins mark one of the 
early steps in an extensive public rela- 
tions program launched by the White Cap 
Co. to present the advantages of pry-off 
vacuum caps and glass containers. 


THATCHER GLASS REELECTS 
OFFICERS 


At a meeting of the Directors of the 


Thatcher Glass Manufacturing Company, 
Inc., of Elmira, New York, held on 
Thursday, April 1, in the Company’s 
General Offices, the following officers 
were re-elected: Franklin B. Pollock, 
Chairman of the Board of Directors; F. 
K. Rodewald, President; William J. 
Green, Executive Vice President; David 
R. Parfitt, Vice-President and General 
Sales Manager; Philip W. Hatch, Vice- 
President, McKee Sales; Reginald L. 
Burd, Vice-President, Production Engi- 
neering Depts.; Robert M. DeGarmo, 
Vice - President, Production Service 
Depts.; Harry J. Mullany, Vice President, 
Factories Manager, Container Plants; 
Roy S. Arrandale, Vice-President, and 
Technical Director; W. S. Powers, Secre- 
tary and Treasurer; Francis A. Giordon, 
Comptroller; W. E. Stroup, Assistant 
Secretary and Assistant Treasurer; 
George H. Winner was elected General 
Counsel and Assistant Secretary. 


In his address to the Stockholders, 
President F. K. Rodewald stressed the 
fact that during 1953, Thatcher’s manu- 
facturing plants had the highest average 
producion efficiency ever attained, and 
that steps to boost it even more were 
being taken. He estimated that 1954 
first quarter earnings will be 25 to 30 per 
cent higher than last year. 


The Board of Directors declared the 
regular quarterly dividend of %.60 on 
the Convertible Preference Stock, pay- 
able on May 15th to stockholuers ci 
record April 30th, 
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Prospective Acreage of 5 Important Vegetable Down 3% 


The prospective 1954 planted acreage 
of 5 vegetables for commercial process- 
ing is 3 percent less than last year, ac- 
cording to a report issued by the Crop 
Reporting Board April 9th. The 5 vege- 
tables for processing, for which 1954 in- 
tended acreage reports are now avail- 
able, are snap beans, cabbage for kraut 
(contract acreage only), sweet corn, 
green peas, and Winter and Early Spring 
spinach. These crops usually account for 
three-fifths of the planted acreage of the 
11 vegetables for processing covered in 
the regular program of reports. The indi- 
eated changes in planted acreage, com- 
pared with last year are: snap beans, 4 
percent more; cabbage for kraut (con- 
tract only), 13 percent less; sweet corn, 
7 percent less; green peas, 2 percent less; 
and Winter and Early Spring spinach, 2 
percent more. Details by crops and 
States are given in the attached com- 
modity reports. 


SNAP BEANS—Prospective snap bean 
acreage for 1954 totals 151,860 acres 
compared with 146,390 acres in 1953, and 
a 10 year average of 134,000 acres. New 
York is expected to plant 37,000 acres 
compared with 34,300 acres in 1953, and 
a ten year average of 23,060 acres; Wis- 
consin 14,700 acres compared with 14,000 
in ’53, and a ten year average of 11,870; 
Maryland 11,500 acres compared with 
11,200 in ’53, and a ten year average of 
11,630; Oregon intends to plant 9,500 
acres compared with 7,800 last year, and 
a ten year average of 5,620; Florida 
17,000 acres compared with 17,300 last 
year and a ten year average of 10,610; 
Michigan at 7,300 acres is about the same 
as last year, and the ten year average; 
while Pennsylvania is expected to plant 
5,300 acres compared to 6,200 last year, 
and a ten year average of 4,740. 


CABBAGE FOR KRAUT — Intended 
kraut cabbage acreage for contract is 
about 13 percent less than planted under 
contract in 1953, but 2 percent more than 
the ten year average. If early season’s 
prospects materialize, 1954 contract plant- 
ings for kraut will total 10,410 acres, 
compared with 12,000 last year, and an 


average of 10,200. No information is 
available at this time regarding the ton- 
nage that kraut packers intend to pur- 
chase on the open market in 1954. Last 
year the open market acreage repre- 
sented about 31 percent of the total 
planted acreage. For the preceding ten 
year period it averaged around 44 per- 
cent of the total. Reports from growers 
indicate that prospective 1954 cabbage 
acreage for both the fresh market and 
kraut in the summer and early fall crop 
states will be about 3 percent less than 
last year. These summer and early fall 
crop states produce the bulk of. the cab- 
bage used for kraut. 


OHIO AND INDIANA 
TOMATO ACREAGE 


It is the opinion of canners, and 
grower representatives, that the 
Ohio tomato acreage and prices 
paid the grower for 1954 crop is 
established. 


Contracts are being written in 
the Napolean and Toledo sections 
as reported in Canning Trade 
(4-5). Outside of the immediate 
Toledo territory U.S. No. 1’s at 
$28.00 and U.S. No. 2’s $18.00 is 
the story. 


Prices for western Ohio were an- 
nounced April 12th which are as 
follows: U.S. No. 1’s $30.00; U.S. 
No. 2’s $15.00 and $16.00 a ton. The 
flat rate for Ohio is reported at 
$20.00 to $23.00 per ton. This is 
$2.00 to $5.00 under 1953. 


Canners’ interviewed estimate 
tomato acreage in Ohio and Michi- 
gan will be reduced from 25 per- 
cent to 30 percent under 1953. 

Reports have it that Indiana can- 
ners are contracting U.S. No. 1’s 
$29.00, $30.00 and $31.00; U.S. No. 
2’s $13.00, $14.00 and $12.00 per 
ton respectively 


THE CANNING TRADE 


SWEET CORN—If these early season 
prospects materialize 1954 plantings of 
sweet corn for canning and freezing will 
total 492,050 acres compared with 528,710 
acres last year, and a ten year average 
of 503,130 acres. The State of Wisconsin 
is expected to plant 114,400 acres, 96 per- 
cent of the 119,200 acres planted last 
year, but 115 percent of the 10 year aver- 
age of 99,640 acres; Minnesota will plant 
105,700 acres, 108 percent of last year’s 


97,900 acres, and 123 percent of the ten | 


year average of 85,690; Illinois plans 
64,300 acres, 95 percent of last year’s 
67,700 acres, and 94 percent of the ten 
year average of 68,450 acres; Maryland’s 
37,600 acres would equal 96 percent of 
last year’s 39,200 acres, and 94 percent 
of the 10 year average of 40,170 acres; 


New York intends to plant 21,800 acres, | 


77 percent of last year’s 28,300 acres, 
and 79 percent of the 10 year average of 
27,580 acres; Iowa’s intended acreage of 
27,300 acres is 98 percent of last year’s 
27,900 but only 68 percent of the 10 year 
average of 40,040 acres; while Indiana 
plans to plant 25,600 acres, 80 percent of 
the 32,000 acres planted last year, and 
68 percent of the 10 year average of 
37,800 acres. 

Intended pea acreage was discussed in 
“The Canning Trade” issue of March 22, 
and asparagus acreage in the issue of 
March 29. 


NEW YORK MARKET 


Market Quiet But Steady—Fresh Asparagus 
Moving Well — California Spinach Packing 
Completed—Tomatoes Routine—Peas And 
Corn Unchanged — Citrus Gaining In 
Strength Steadily—Reports Of Rain Damage 
To Apricots — Peaches Unchanged — Good 
Crop Of Royal Anne’s Expected—Fish Con- 
tinues Strong. 


By “New York Stater” 


New York, N. Y., April 15, 1954 


THE SITUATION — An extremely 
quiet spot business prevails and this is 
along seasonal lines. Most operators are 
devoting their attention to Easter and 
Passover requirements. However, the 
general price position is steady and there 
does not appear to be any particular 
sales pressure. Some vegetables are in 
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MARKET NEWS 


~ yather heavy supply, but there is no will- 


\ ingness to offer important concessions in 
{ the hope of moving substantial quan- 
tities. 

- The usual heavy demand is noted for 
certain fish packs and the market is firm 
in view of the limited offerings. Replace- 
{ ment demand from nearby points is 
: especially heavy, but quantities available, 


) particularly of salmon are very light. In 


fact, the trade estimates are that there 
' will be a complete disappearance of hold- 
ings long before new packs are avail- 
' able. As for tuna there is a steady in- 
i crease in the buying interest, a natural 
- development as the warmer weather ap- 
_ proaches. Fruits are moving largely 


) against contracts and West Coast advises 


' 


' that some large inroads into canner 
_ stock holdings have been made. 


_ THE OUTLOOK—The trade generally 
is giving close attention to the position 
_ of many of the vegetable packs. Corn, 
_ peas, beets, carrots and other such items 
i are in fairly good supply, as well as 
many of the tomato products. It will be 
but a few months when new packs will 
be offering to the trade. The question of 
price is the main feature at the moment. 
So far, holders have not shown any will- 
ingness to cut the schedules, but it might 


_ also be said that buyers were displaying 


= 


but limited interest in the market as 
well. In view of this, the feeling is that 
there will be only a moderate trade in 
many of these groups over the balance 
of the season. 


ASPARAGUS—There is a very good 
movement of new crops from California 
going into fresh market channels and 
firm prices prevail. The result is growers 
are not especially concerned as regards 
the shipments of the product to canners 
or the establishment of a price so as to 
cover canner production costs. However, 
quite a few California canners are pre- 
paring to get processing underway in a 
few days and it is possible that some 
idea as to the 1954 pack price will then 
be known. Many interests feel that the 
grower level will be the same as last 
year. In view of the economic situation 
prevailing in many sections of the coun- 
try, the feeling is that canners will cur- 
tail the packing of this high priced 
article. Some have already announced 
that they will not process unless SAP 
orders have already been received. 


SPINACH—Spinach packing has been 
completed in California and there has 
been a fair business worked in new packs 
for prompt shipment. However, the stock 
position here is ample and it would ap- 
pear as though a fairly good carryover 


would follow. For 214s, Fancy California 
canners were asking $1.40 f.o.b. 


TOMATOES—Tomatoes were in rou- 
tine request. The supply position in the 
East is relatively light, but at the same 
time there is only a buying trend suffi- 
cient to meet present needs. Standards 
303s, were offered at $1.20 to $1.25 as 
to seller, f.o.b. Tri-State shipping point. 
An upset market situation prevails in 
most of the tomato products, especially 
tomato juice. The feeling is that there 
is no price stabilization on this item. In 
a general way canner offerings were 
around $2.00 for 46 oz., f.o.b. Maryland 
shipping point. There have been lower 
prices mentioned, while some sellers will 
not shade their level to this basis. Inter- 
est in paste, puree, sauce and catsup was 
also limited. 


BEANS —In string beans there is 
packing going on in Georgia, from the 
crop just maturing. There were some 
Florida packs on the market of extra 
standard ungraded cuts at $1.30 for 303s, 
f.o.b. 

Maryland, Wisconsin, and Michigan 
offerings, especially of 303s standards, 
were fairly general, but there were no 
price changes noted. 

Carryover positions of peas and corn 
appears to be pointing toward ample 
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CANNING TRADE - 


For Canning Fanciest Cremogenized 
and Whole Kernel Corns: 


HUSKERS, CUTTERS, SILKERS, FLOTATION 
WASHERS, ROD-SHAKERS, TRIMMERS, 
CAN SHAKERS, CREMAKERS, 
MACERATORS, SANITARY MIXERS 
SUCCULOMETERS, CONSISTOMETERS, 
AND ACCESSORY EQUIPMENT 


HE UNITED COMPANY 


WESTAAINSTER 
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TOMATO 


Portsmouth 


Planters Manufacturing Company, Inc. 


5/8 Tomato Field Hamper 


Our 5/8 Tomato Field Hampers 
are made of selected hardwoods 
for added durability and long 
life. Supplied with Plastex or 
Cellu-san treatment if desired. 


Write or phone for full information 


Phone 70744 Virginia 
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MARKET NEWS 


totals. However, there has also been 
some pickup in canner shipments of these 
items over the past few weeks. A lack 
of interest in contracting for pear acre- 
age prevails this year and very little has 
been heard as regards corn. Some be- 
lieve that with the certainty of fair 
stocks to be carried into the new packs 
there is no need of rushing for acreage 
at this time. Both packs were without 
special price changes. 


CITRUS JUICES — Steady price ad- 
vances are developing in this group. Cur- 
rently the schedules are at the high of 
the movement. Reduced canners stocks, 
a better trade demand, and the increase 
in the movement from canneries, along 
with the strength of the fresh markets 
and the higher markets for concentrated, 
accounted mainly for this move. Orange 
juice was priced at $2.50 per doz. for 
sweetened and unsweetened, blended at 
$2.12% and grapefruit juice at $1.75, all 
basis 46 oz., f.o.b. cannery. Some can- 
ners maintain that the present selling 
basis on orange juice does not reflect 
replacement costs at the price canners 
must pay for the oranges delivered at 
their plants. 


APRICOTS—It is too early to forecast 
just what the new crop outlook may be. 
However, there are reports of damage 
in the California area due to too much 
rain. This has failed to bring about any 
special changes in price. Choice whole 
peeled was offering from $2.65 to $2.75 
per doz., f.o.b. as to seller and brand. 
The impression is that with the heavy 
canner shipments against contracts that 
there will be very little carried over into 
the new packs. 


PEACHES—No further price develop- 
ments were noted in this item. Choice 
24s yellow cling halves, were offered at 
$2.45 to $2.50 per doz., f.o.b. factory. 
Some news as regards the price paid by 
English buyers for their purchases un- 
der the Mutual Security Act Agreement 
should be made known shortly. They are 
expected to buy a fairly large quantity. 


OTHER CALIFORNIA FRUITS —In 
the Santa Clara Valley the cherry trees 
are in full bloom. This is heavy and said 
to point to a good crop of Royal Anne’s 
this year. Fruit cocktail supplies are de- 
creasing steadily and the general market 
position is one of firmness. As for pears, 
moderate holdings exist, but the markets 
were unchanged. A broadening of de- 
mand for fruits for salad is expected as 
the warmer weather comes in. The sup- 
ply situation here, too, is moderate. 


CANNED FISH—The market was 
highlighted largely by a scarcity of most 
offerings and price firmness. In the lead 
in this respect is salmon. With the cer- 
tainty of sharp pack cuts in Alaska this 
year, the belief exists that a very tight 
market position will be seen during the 
Summer months. Most of the offerings 
now are in halves and where business is 
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possible pinks were moving at $10.50 and 
chums at $8.50, per case, f.o.b. West 
Coast shipping point. There is not held 
out much hope of early relief from the 
Columbia River area, where new pack- 
ing season operations begin May 1. 
Usually the first part of this season re- 
sults in a poor catch as well as packing. 


There are still some offerings of 1953 - 


pack Fancy Columbia River chinook 
halves on the market at $21.000 per case 
f.o.b. 


Sardines were moving fairly well, but 
in some markets where consigned stocks 
proved to be slightly larger than esti- 
mated at this season, a little selling pres- 
sure appears. It was understood that 
these sellers were cutting the $8.00 per 
case basis for keyless quarters, f.o.b. 
Maine. The new season has opened, but 
there were no signs of packing activity 
in the Maine area. 


Tuna fish was quite firm and the de- 
mand broadening, as expected as the 
warmer weather approaches. Imported 
offerings are small, especially from 
Japan. There were no price changes in 
the offerings of domestic tuna on the 
part of leading California canners. 


CALIFORNIA MARKET 


Cool Weather Holding Up Early Harvest— 

No Asparagus Prices Yet—Spinach Can- 

ning In Full Swing—More Tomatoes At $20 

A Ton—Good Movement Of Elbertas—Tuna 

Lenten Business Tapering Off—Salmon Can- 
ners Pleased With Advertising. 


By “Berkeley” 


Berkeley, Calif., April 15, 1954 


THE SITUATION — Cool weather is 
holding back the growth and harvesting 
of early crops, but no material losses 
have resulted so far. The canning of 
spinach is in full swing and within a 
week operations are expected to be un- 
der way on asparagus. A good business 
continues to be done on the canned fruit 
list, with some items getting into light 
supply. Tomato products are dragging 
along, with some canners planning to 
hold down production materially this 
year. The rush on fish has slackened off 
somewhat, but prices continue at recent 
levels. 


DRY BEANS—The dry bean market 
has been rather inactive during the week, 
but some canning beans have advanced 
in price somewhat. The index number of 
California dry bean prices is now 204.9 
and compares with 231.2 a year earlier. 
Small white beans have advanced 15 
cents per 100 pounds and are now quoted 
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at $10.65 to $10.75, f.o.b. country ship. |” 


ping points. Some of the largest of the 
recent purchases have been made by ; 
canners. 


ASPARAGUS—No prices on new pack 
asparagus have been named at this writ- 
ing, with canning just getting under way 
on a small scale. There has been quite a 
volume of business bodked on the basis 
of approval of opening prices and with 
some this has been so heavy that some 
canners have withdrawn before packing 
a case. Canners still hoping to purchase 
all-green asparagus at 10 cents a pound, 
but most growers seem to be holding out 
for at least 12 cents. There will be no 
set-aside holdings for the Government 
this year. 


SPINACH—The canning of spinach is 
now in full swing in most districts, with 
an encouraging volume of business being 
booked on new pack. Opening prices 
have been rather below those expected 
and considerable business has _ been 
booked for immediate delivery. In gen- 
eral, prices on fancy new pack are $1.07% 
for No. 303, $1.45 for No. 2% and $4.40 
for No. 10. Some canners are quoting 
these prices only for April delivery. 


TOMATOES—More and more toma- 
toes are being contracted for the 1954 
season at $2U.0U0 a ton, although some 
growers are hoiding out for $25.00, with 
stul others suggesting $23.00 their muini- 
mum. Canners point out that items such 
as paste, puree and juice are now being 
solu on the basis of $15.00 a ton toma- 
toes. ‘hey say that even at $20.00, 
against the $2.00 price paid last year, 
uney could not make any reductions in 
une price of the tinished product. 


PEACHES —A_ good movement in 
Elberta peaches is being noted, with 
some of the larger operators predicting 
a close cleanup before new pack is avall- 
abie tour or nve months from now. Al- 
most all holders are quoting at least 
$3.55 for fancy halves No. 2%s. ‘This 1s 
now the price tor some featured brands 
but stocks have moved out so well that 
it is nkewise the price for fruit to be 
marketed under independent labels. 
Choice tilbertas in this size are seiling 
at $2.7d-32.8d, with standards of other 
varieties or freestones available at $2.1vu- 
Z.Z5. 


COCKTAIL — Several canners still 
have practically complete stocks of fancy 
truit cocktail, put choice is in very light 
supply. In order to fill orders in full, 
there 1s considerable trading among ca)- 
ners and most of the business on choice 
now seems to be at $2.22% for No. 303, 
35.40 tor No. 2% and $12.75 for No. 10. 


APPLE SAUCE — Some California 
apple sauce is still available, but hold- 
ings are confined to but two or three cal- 
ners. ‘lhe most recent sales have been 
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of No. 303 choice at $1.65 and fancy at 


$1.75. 


cently 
‘tapering off and are looking forward to 


' lowest level in years. 
- now under way for the coming season in 


TUNA—California tuna canners re- 
found that Lenten business was 


a much less hectic market than in recent 
months. No material changes in price 
are expected. The temporary scare 
about Japanese fish being damaged in 


i the recent hydrogen bomb tests in the 


Pacific has blown over and no noticeable 
decline in sales is reported. Some Japa- 
nese sardines have been unloaded in the 
California market and have sold at a 


* lower price than in the Orient. Exporters 
. there found that the United States trade 
' does not care for mixed fish, such as sar- 


dines and mackerel, and there will be no 


‘| more such shipments. 


SALMON—Salmon canners are highly 
pleased by the success of the recent ad- 
vertising campaign on their product and 
unsold stocks have been reduced to the 
Preparations are 


Alaskan waters, but the drawbacks of 
high operating costs will serve to keep 
plans within bounds. A feature of sales 


’ in recent months has been the movement 


- of fish in the lower-price brackets, with 
. emphasis on pinks and chums. Holdings 

_of these are so limited that prices are 
difficult to pin down. 


Alaska reds are 
moving, where available, at $27.00-$28.00 
for 1’s tall and $17.00-$18.00 for halves, 
with medium red at $21.00 for talls and 


$12.00-$12.50 for halves. 


OWENS-ILLINOIS TRADEMARK 
(Continued from Page 17) 


Until now the company’s three manu- 
facturing divisions —Glass Container, 
Libbey and Kaylo—and its subsidiaries 
—Kimble Glass Co. and Owens-Illinois 
Plywood Co.—marketed their products 
under their own divisional or subsidiary 
names with no concerted effort to relate 
them to the parent organization. 

The result, which Owens-Illinois offi- 
cials suspected, and a recent marketing 
survey has confirmed, was that many a 
customer of one O-I division, in the mar- 
ket for other products, was unaware that 
he might also get these from O-I. 

To correct this situation Owens-Illinois 
has adopted a common signature, al- 
ready in use in all its advertising, which 
clearly establishes the parental role of 
O-I and identifies all products as O-I 
products. The signature consists of a 
new trademark—a bold O with an 
equally bold I in the center—and the use 
of “Owens-Illinois” instead of the official 
name Owens-Illinois Glass Company. By 
dropping the words “Glass Company” the 
new signature serves better the market- 
ing of non-glass products such as hy- 
drous calcium silicate insulation, plywood 


- and plastics which O-I makes. 


On checks, stock certificates and legal 
documents, however, the name Owens- 
Illinois Glass Company will still appear. 

Eventually, the company’s new trade- 
mark and signature will be established in 
all areas requiring public identification. 


THE NATION’S VINERS USE 


BERRY CANVAS 


Originators and patentees of 


NEW “BERRY” VINER APRONS 
ENDLESS (to fit any viner) SPLIT TYPES 


VINER APRONS 
UNDERCARRIERS 
CURTAINS 


Specialists in Canvas for 
The Canning and Freezing Industries 


BERRY CANVAS GOODS 


INCORPORATED 
Coast To Coast Service 


123 DELANCEY ST. 
PHILADELPHIA 6, PA. 


HOT-WATER 
TOMATO 
SCALDER 


—YOUR BEST 
SCALDER BUY! 


LANGSENKAMP’S 


FINE LABELS 


HOW IT SAVES 


Saves 80% of steam consumption 
+. . ot the present price of coal, 
this soving pays for scalder in a 
year. 


Elimina'es 1/3 water storage! 


Saves «leaning time . . . easily 
thoroughly by opening 24” 
joor. 


Less un'esirable steam . . . adds 

; to com‘ort of peelers . . . provides 

5 Greate: efficiency. 

Conve. or readily lifts from hot 
water eliminating loss of many 
Cases » oduct when filling or closing 
machin is down. 


Saves cintenance time—conveyor 
lifts for thorough cleaning 
and pe ating. 


227-235 East South St. 


HOW IT PAYS 


Increases volume of pack .. . one 
to two more No. 2 cans per hamper. 


Maintains highest possible quality. 
Provides uniform scalding. 


Retains all pectin in tomatoes—rich- 
er color, higher quality. 


Contributes to sanitation . . . cor- 
ners rounded . . . no accumulation 


of seeds or foreign particles. 


WRITE FOR FURTHER DETAILS TO 


F. 4. LANGSENKAMP CO. 


INDIANAPOLIS 25, INDIANA 


ORIGINAL DESIGNS 


GAMSE LITHOGRAPHING CO., INC. 


GAMSE BLDG., BALTIMORE 2, MARYLAND 
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(Spot prices per dozen F.O.B. 
cannery unless otherwise 


specified.) 
ASPARAGUS 
Fey. Gr. Tip & Wh. No. 2 
Colossal nominal 
Mammoth nominal 
Large nominal 
Fey. Fr. Tip & Wh. No. 2 
Midwest Nominal 
BEANS, SrriNGLEss, GREEN 
Fey., Style, 8 02. ........ 1.05-1.07% 
No. 1308 1.55-1.75 
No. 2 1.90-2.00 
No. 10 8.50-9.25 
Ex. Std., Cut Gr., 8 02. -90-.95 
No. 303 1.30-1.45 
BNO. 10 7.50-8.00 
Std., Cut, Gr., No. 308........ 1.15-1.25 
No. 10 6.50-7.00 
New York & Pa. 
Fey., 3 sv., Cut, 8 02. s.cssseseerseers 1.15 
No. 303 1.80 
4 sv., 303 1.70 
NO. 10 9.40 
Std. No. 303 1.30-1.40 
WISCONSIN 
Fey., 3 sv. cut (nom) No. 308....1.95 
No. 10 10.25 
Ex. Std., Cut, No. 303 4 sv. 1.55-1.65 
No. 10, 4 SV. 8.50 
Std., Cut, No. 303 1.25 
Blo. 10 6.50 
OZARKS 
Std. No. 308 1.20-1.25 
No. 10 6.50-7.00 
FLORIDA 
Ex. Std., Cut Gr. No. 308....1.25-1.30 
Std. Cut Gr. No. 308... 1.15-1.20 
TEXAS 
Fey., wh., No. 9.50 
Fey. Cut, 1, 2, 3 sv., No. 303....... 1.75 
No. 10 9.00 
Ex. Std., Cut, 4 sv., No. 10......... 7.25 
Std. Cut, No. 303 1.15 
No. 10 6.00 
LIMA 
Pa., No. 303, Tiny Gvr......... 2.60-2.70 
No. 308, Sm. 2.25-2.35 
No. 10 13.00 
No. 303, Med. Gr.......0+ 2.00-2.10 
Midwest, Fey., Small Gr., 
No. 303 2.20 
2.00 
BEET 
Md., cut, Diced 303s........ -90-.95 
Fey., Sliced No. 303 ......-s:s0e 1.10-1.15 
WISCONSIN 
Fey., Sl., No. 8 .80 
No. 13 -1.15 
No. 19 d “5.75 
Diced, No. 303 ... 
No. 10 4.25-4.75 
Cut, No. 303 85-.90 
4.25-4.75 
N. Y. Fey., Cut & Diced 308s...... -90 
BOBS. 1.121%4-1.15 
Texas, Fey., Sl., No. 308... 1.10 
No. 10 5.25 
Fey., Cut & Diced, No. 303.......... 95 
CARROTS 
Wis., Fancy., Diced, 
BOB 1.00-1.05 
No. 10 5.00-5.25 
Md., Fey., Diced, No. 303....1.00-1.10 
No. 10 5.50-6.00 
Pa., Fey., Diced, 8 02. .......ssseeee -75 
No. 303 1.15 
No. 10 5.75 
Texas, Fey., Sl. or Diced, 
5.25 
CORN— 
East 


Shoepeg, Fcy., No. 303 (nom.) 
1.70--1.75 
Fey., W.K., 8 oz. 
No. 303 . 


451.60 
10. 0-10.25 


No, 10 ..... 
Ex. Std., No. "303 1,20-1.35 
Std., No. 303 1.15-1.20 
No. 10 8.00 
Fey., Gold., C.S., No. 303....1.40-1.45 
Ex. St., No. 8038... 1.15-1.20 


St., No. 303 1.05-1.10 
No. 10 7.00-7.25 
MIDWEST 
W.K. Gold., Fey., 8 02. 1.00 
No. 303 1.40-1.50 
12 oz. Vac. 1.55 
No. 10 8.50-8.75 
Box. OB... 8 
12 oz. Vac 1.40 
No. 303 1.15-1.35 
No. 10 8.00-8.25 
GB. Gold... 8 95 
1.35-1.40 
No. 10 8.50-9.00 
.1.15-1.30 
8.00-8.50 
1.00-1.05 
No. 10 7.00-7.50 
Co. Gent. W.K., Fey., 8 oz. ....1.12% 
No. 303 1.75 
No. 10 10.25 
No. 303 1.55 
9.50 
PEAS 
MARYLAND ALASKAS 
Fey., 2 8 Ob 1.20 
No. 303 1.95 
3 sv., No. 303 1.65 
Ex. Std., 3 sv., No. 303........ 1.40-1.45 
4 sv. No. 3038 1.35 
Std., 3 sv., No. 303... 1.25-1.30 
No. 10 7.00-7.35 
Std., 4 sv., No. 303.........00 1.10-1.15 
No. 10 6.50-7.00 
MARYLAND SWEETS 
Ex. Std., Unar., 8 02.........000 -75-.90 
1.25-1.30 
No. 10 7.50 
Std., Ungr., No. 1.15-1.20 
No. 10 7.00 
New SWEETS 
Fey., 1 & 2 sv., No. 308.........+ 2.35 
3 sv., No. 303 1.90 
3-4-5 sv., No. 1.75 
No. 10 7.85-8.00 
Ex. Std.. 3 sv., No. 308 ...... 1.55-1.60 
4 sv. 1.45-1.55 
Ungraded 1.40 
5 sv. 1.35-1.40 
Mipwest ALASKAS 
No. 303 ‘5 1.90 
11.75-12.00 
Bx; B BOB... -90- .95 
No. 303 1.40-1.45 
No. 10 8.25-8.50 
No. 303 1.30-1.35 
No. 10 7.25-7.50 
Std., 4 sv. 1,.20-1.25 
No. 10 6.75-7.00 
MipWeEstT SWEETS 
No. 303 1.60-1.65 
No. 10 9.25-9.50 
4 NO. 1.45 
No. 10 8.25 
Wats OR comand 97%-1.00 
No. 303 1.50-1.55 
8.00-8.25 
Bx, B wee, Mes, BOB 1.65 
Ex. Std., 3 sv., No. 303.. 40-1.45 
Ex. Std., 4 sv.. No. 1.35 
Ex. Std., Ung., 8 02. ...........85-.87% 
No. 303 1.35 
No. 10 7.50-7.75 
Std., Ungr., No. 308............ 1.15-1.20 
No. 10 7.00 
POTATOES, SWEET 
Md., Fey., Sy. Pack 8 o2z.....1.15-1.20 
No. 2% 2.65-2.85 
No. 3 Squat 2.40-2.60 
No. 10 9.75-10.50 
No. 3 Vac 2.45-2.50 
PUMPKIN 
Midwest, Fey., No. 95 
No. 2% 
No. 10 A.85-5.00 


CANNED FOOD PRICES 


SAUERKRAUT 
Midwest, Fey., No. 303..1.0214-1.07%4 
No. 2% 1.40-1.45 
No. 10 4.75 
1.25-1.35 
1.10 
No. 10 5.15 
SPINACH 
No. 303 1.20-1.25 
No. 2 1.25-1.40 
No. 2% 1.70 
No. 10 5.50-6.00 
Ozark, Fey., No. 808 1.15 
No. 2% 1.60 
No. 10 5.25 
Calif., Fey. (new pack), 
No, 3038 1.07% 
No. 2 1.20 
4.40-4.50 
TOMATOES 
Md., Ex. St., No. 308.......... 1.30-1.45 
No. 2 1.45-1.60 
No. 2% 2.15-2.25 
.95-1.00 
-20-1.25 
1.25-1.40 
1,.95-2.15 
No. 10 6.00-6.50 
INDIANA, Fey., No. 2.25-2.30 
No. 2% .. 3.00-3.15 
8.50-9.50 
Ex. Std., No. 1. 1.10-1.15 
1.35-1.40 
No. 2 1.45-1.65 
No. 2% 2.40 
No. 10 7.75-8.25 
Std., No 1 1.00 
No. 2% 2.00-2.10 
No. 10 6.75-7.00 
New York, Fey., No. 2.......s00ecceeee 2.25 
Bix. NO. 1.75 
No. 2% 2.40-2.60 
No. 10 9.25-10.00 
Calif., Fey., S.P., No. 308....1.65-1.70 
No. 2 2.00 
No. 2% 2.45 
No. 10 8.75 
Bix, Btd., INO, BOB. 1.40-1.45 
No. 2 1.66 
No. 2% 2.10-2.15 
No. 10 7.75-8.00 
No. 2 1.25-1.35 
No. 2% 1.65-1.70 
No. 10 6.00-6.50 
Ozarks, Std., No. 308 .........0.0000 1.22% 


Florida, Std., No. 


No. 10 6.25-6.50 
No. 3 1.25 
No. 40. 6.25 
TOMATO CATSUP 
Calif,, Fey., 14 oz 1.60 
No. 10 9.10-9.25 
Ind., Fey., 14 oz 1.75 
No. 10 10.00 
No. 10 8.75-9.00 
TOMATO PASTE (Per Case) 
10.50-12.25 
TOMATO PUREE 
Calif., Fey., 1.045, No. 1T.......—— 
No. 10 5.50-5.75 
Ind., Fey., 1.045, No. 
No. 10 6.00-6.50 
Md., Fey., 1.06, No. 10........000008 7.00 
No. 10 
FRUITS 
APPLE SAUCE 
..1.85-2.00 
10.00-10.50 
No. 10 Apples nom 
Calif. (gravensteins) Nominal 
APRICOTS 
Halves, Fey., No. 3.27% 
No. 10 11.75 
Choice, No. 2% 2.75 
0.50-11.00 
Std. No. 2% 2.35 
No. 10 9.26-9.50 


CHERRIES 
R.S.P., Water No. 308..........2. 
No. 2 
No. 10 

N.W., R.A., Fey., 8 02... 


Calif., R.A., Fey., No. 24%.4.2504,3° 


Choice, No. 4.6 
No. 10 14.06 
COCKTAIL j 
Fey., No. 303 2.25-2,35 
No. 2% 3.45-3,60 
Choice, No. 303 .. 2.121%-2.17% 
358.40 
PEACHES 
Calif., Cling, Fey., No, 303..1.75«1,9) 
10.00-10,40 
Choice, No. 303.... 1.57%-1.60 
No. 2% 2.50-2,55 
9.25-9.50 
Std., No. 303 140 
No. 24% 2.30-2.40 ¢ 
No. 10 
I 
Elberta, Fey., No. 
PEARS 
Calif., No. 244, Fey. SI 
Choice 3.50-8.55 
Std. 3.30-3.35 
Choice 2.25-2.30 
Std.’ 20 h 
13.25-13,75 
12.25.1275 
11.50-11.75 Vi 
PINEAPPLE 
Hawaiian, Fey., Sl., No. 2..........2.80 ef 
No. 2% 3.20 
No. 10 12.40 q 
Crushed, No. 2 2.46 
No. 2% 2.85-2.95  &' 
No. 10 9.60, n 
2.50 
No. 2% 2.85 
No. 10 11.80 
Std., Half Slices, No. fe 
No. 2% 2.66 | fy 
PRUNE PLUMS 
N.W., Fey., No. 2%... Q) 
Ch., No. 2% 2.10 
JUICES te 
CITRUS, BLENDED Sé 
Fla., No. 2 a. 
46 oz. 19° 
No. 10 4,2 
GRAPEFRUIT a 
1.65 
No. 10 fe 
ORANGE 
Fla., No. 2... OTR it 
46 oz. ... gy 
4.80-4.90 
Hawaiian, Fey., No. 120 
46 oz. 2.62% j T 
No. 19 
TOMATO 
46 oz. 4062. 35 OF 
Ww 
FISIHI ey 
SALMON —-Ter Casr 
Alaska, Red, No. IT........ 27.1\0-28.00 ag 
17.00-18.00 
0.60 
Chums, Tall, No. 15./:)-16.00 
s be 50-9,25 
SARDINF'S— Per Care Tk 
Maine, 14 Oil keyless............ §.00-8.50 
TUNA—PEeErR CASE 


Fey., White Meat, %4’s....15.00-17.50 


Fey., Light Meat, 16’s......14.00-16.00 
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